The marketing literature has acknowledged that consumers are looking for brands that provide a good, unique and unforgettable experience. The success of a brand in the long run depends greatly on the number of loyal consumers who regularly buy on a particular brand. This study aims to analyze and discuss the effect of brand experience on brand trust and brand loyalty. The research method used is a survey. The population in this study were consumers of Zwitsal products as a product for babies but used among adults. Respondents were set at 100 people. The sampling method used in this study is a non probability sampling method. The technique used is convenience sampling where respondents are based on anyone who by chance is seen as fulfilling the requirements as a data source. The analytical tool used is linear regression with the help of SPSS 24.0 for Windows software. The results show that brand experience has a significant positive effect on brand trust, and brand experience has a significant positive effect on brand loyalty.
INTRODUCTION
Today most of the leading companies develop customer loyalty and retention programs. In addition to consistently offering high value and satisfaction, marketers can use certain marketing tools to develop stronger bonds with consumers. One of the well-known manufacturers Unilever has the Zwitsal brand that focuses on the target market among infants and children. In Indonesia, there are already many producers involved in the target market who create similar products with almost the same benefits. Seeing these conditions, competition between producers occurs to develop marketing strategies that can include loyal and widespread consumers. To make loyal consumers, of course, requires a long process, especially to create strong brand relationships with consumers. Making consumer loyalty to the brand become one of the key keys to excellence when competing. The company realizes that loyal customers benefit companies because they can save marketing costs (Aykac et al., 2017) .
The main thing that relates to loyal consumers is from brand experience.
Consumer experience of brands has an important role in building consumer trust in the brand. Trust is a very important factor for building loyalty. Not only does it affect loyalty, brand experience can also involve consumer emotional ties, where consumers trust the brand by being marked by attraction and positive influence, and can be regarded as satisfaction with the brand. Brand experience is the basis of the assessment of consuming the previous brand at the time of the first purchase. From the experience that has been obtained, it will lead to trust and will carry out consumption actions in a sustainable manner. When consumer expectations are met, consumers will tend to trust and become loyal customers to a brand.
Leading companies continue to strive to retain customers. Most studies show that the higher the level of customer satisfaction, the higher the loyalty of consumers, which will result in better company performance. A superior company aims to satisfy customers by only promising what they give and then giving more than they promise. Satisfied consumers not only repeat purchases, they will become actors of word of mouth who tell others about their good experiences with the product. Based on the background described earlier, the purpose of this study was to observe the effect of brand experience on brand trust and brand loyalty.
Based on the discussion of the previous section and the theoretical and empirical studies presented earlier, the conceptual framework of this study is shown in Figure 1 . The research conceptual framework shows two hypotheses in this study, namely brand experience has a significant positive effect on trust; and brand experience has a significant positive effect on brand loyalty. 
RESEARCH METHODS
The research was conducted in the city of Surabaya on the Zwitsal brand.
In this study, respondents were consumers of Zwitsal products among adults.
Respondents were set at 100 people. The analytical tool used is linear regression.
Regression analysis is used to determine how much influence brand experience has on brand trust and brand loyalty. The sampling method used in this study is a non probability sampling method. The technique used is convenience sampling where respondents are based on anyone who by chance is seen as fulfilling the requirements as a data source. The conditions stipulated are respondents are consumers of Zwitsal products who live in the city of Surabaya
Brand Experience (X)
This variable is defined as a set of affective responses, cognitions and behaviors derived from stimuli given by brand attributes such as design and brand identity, packaging, communication, and environment (Brakus et al., 2009 ). The indicators are (a) the brand has been able to arouse emotions; (b) the brand has succeeded in attracting sensors from the five senses; (c) the brand makes for thinking; (d) the brand causes physical action; and (e) raises the desire to know more about the brand.
Brand Trust (Y1)
Brand trust is defined as a feeling of security that users feel as a result of their interaction with a brand, which is based on the perception that the brand is reliable and responsible for the interests and safety of consumers . The indicator is brand reliability and interest in the brand. Brand reliability (brand reliability) is based on consumer confidence that the product is able to meet expectations. Brand intentions are consumer beliefs that the brand is able to prioritize the interests of consumers when problems in product consumption appear unexpectedly.
Brand Loyalty (Y2)
This variable is interpreted as the willingness of brand users to make repeated purchases regularly and buy between product lines and services, refer to others and have the power to ignore the temptations of other brands' offers (Griffin, 2002 ). The indicator is the level of preference (how much consumers believe in a particular product or service) and the perceived level of product differentiation (how significantly consumers distinguish certain products or services and other alternatives).
Based on the problem, objectives and hypothesis of the study, this study uses statistical methods, namely linear regression analysis techniques that are processed with SPSS 24 program. Before testing the hypothesis by using linear regression analysis techniques, some tests should be done such as testing validity and reliability and testing assumptions. classic.
RESEARCH RESULTS AND DISCUSSION
Analysis of the results of the study begins by examining the measurement scale, in this study which will be used for regression analysis through the SPSS 24
program. In this method of data analysis the author tries to describe the validity and reliability test tools, classic assumption test, F test, t test. Based on the results of calculations using SPSS the results are shown in Table 1 . Based on the results of calculations using SPSS, results of classical assumption test from brand experience (X) on trust (Y1) are obtained. As in Figure 3 shows that the points follow a diagonal line. The normal distribution will form a diagonal straight line and ploting the data will be compared with the normal line. Thus it can be stated that data distribution is normal. Next is testing the research hypothesis. Based on the results of calculations using SPSS the results are shown in Table 2 . Table 2 . it can be seen that independent variable of brand experience (X) has a significant effect on dependent variable of brand trust (Y1). From the results of the calculation of Table 2 . the resulting regression equation is (Y1) = 0.275+ 0.599 (X).
Calculation results Table 2 of the previous linear regression equation model
shows that the influence of brand experience as the independent variable on brand trust (Y1) as the dependent variable. By doing t test, the hypothesis which states that brand experience has a partially significant effect on brand trust, can be verified. Table 3 . It can be seen that the value of the F statistic is 260.824 with a probability of 0.000, this means that at the p-value with level α = 0.05 it can be stated that the brand experience has a significant influence on brand trust (Y1). Table 4 Figure 5 shows that the points follow a diagonal line. The normal distribution will form a diagonal straight line and ploting the data will be compared with the normal line. Thus it can be stated that data distribution is normal. Based on the results of calculations using SPSS the results are shown in Table 5 . Table 5 it can be seen that brand experience (X) has a significant effect on brand loyalty (Y2). From the results of the calculation of Table 3 the resulting regression equation is (Y2) = 3.745+ 0.762 (X). Table 5 the previous multiple linear regression equation model shows that there is an influence of brand experience as an independent variable on brand loyalty (Y2) as a dependent variable. By doing the t test, the hypothesis that brand experience has a partially significant effect on brand loyalty can be verified. As an additional result from the results of testing the research hypothesis was analyzed through the F test. This F test is done from the results of the calculation of the data in Table 6 . It can be seen that the value of the F statistic is 745,020 with a probability of 0,000, this means that at the p-value with level α = 0.05 it can be stated that brand experience has a significant effect on brand loyalty (Y2). Table 7 From the analysis of the results of the study, confirmation is needed on previous research and the implications for managerial actions.
Calculation results
The results of the study state that brand experience has a significant positive effect on brand trust. These results are related to the results of previous studies (Naggar and Noha, 2017; Chinomona, 2013; Sahin et al., 2011; Meyer and Schwager, 2007; Widow and Yburra, 2006; Flavian and Guinaliu 2006; Kim, 2005) . Brand trust as the main mediator for long-term relationships and leads to brand loyalty. A consumer who believes in a brand is more willing to remain loyal to a product and is willing to pay a high price. The higher consumer confidence, the higher the loyalty. The existence of trust turns out to be more satisfying for consumers to engage in long-term relationships (Gronross, 2001 ). The implication is that management needs to consider producing new brands, expanding lines, adding new privileges (Kotler and Keller, 2009) . Consumers who have a good and satisfied previous brand experience will create a strong sense of trust to remain loyal and will still try new products with the same brand from the company.
Another result of this study is that brand experience has a significant positive effect on brand loyalty. These results are related to the results of previous studies (Rajumesh, 2014; Sahin et al., 2011; Brakus et al., 2009; Ha and Helen, 2005; Zarantenello and Schmitt, 2000) . The importance of the consumer experience of the brand in long-term memory and that will affect the brand and will further lead to brand loyalty. The implication is that management can develop cooperation with partners and related parties to strengthen the company's credibility (Morgan and Hunt, 1994) . By working together will expand market share, to reap greater profits and make consumers more satisfied and loyal, they will tell others about their experiences with these products and will open up opportunities to get new consumers.
CONCLUSIONS
The results of the study show that brand experience has a significant positive influence on brand trust. In addition, the results of the study show that brand experience has a significant positive influence on brand loyalty. The results of the study suggest to improve the brand quality of a product to gain consumer trust and to attract new consumers. In addition, it can also look for new references and ideas for processing products so that the products produced are more diverse, with quality products that meet consumer expectations and adhere to certain principles. It is also accompanied by paying attention to efforts to improve emotional relationships that are better and closer to consumers, and improve bad experiences that might have happened to consumers through effective governance of customer service.
